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摘  要 






































With the development of economic globalization, the contacts with other countries 
are becoming more and more frequent, and the communication between different 
cultures is becoming closer and closer. This trend must influence the aspects such as 
cultural customs, thinking mode, religious belief etc. And all these aspects will affect 
and use for reference with each other. Although people speak different languages and 
have different living cultural backgrounds, they always make themselves understood 
by the inter-subjective equivalent language translation, finally reaching an agreement 
and understanding each other. 
 Economic development brings people to an information age with abundant 
material. The advertisements of goods which circulate among different countries play 
an important role in cultural transmission. The aims of advertisements are to promote 
products, expand influence and arouse people’s desire and the real purpose is to 
persuade them to consume. So only on the basis of full understanding of China and 
Western countries’ different cultural backgrounds and the relationship between 
advertising languages can the translators create a good advertisement which accords 
with specified cultural background. Undoubtedly, translation is the bridge and link 
when dealing with the relations among products, consumers and companies. 
Translators must know advertising languages’ characteristics of China and Western 
countries before translating. Only in this way can they just adjust advertising language 
following no set forms according to the target audiences’ expectation and translate a 
good slogan which has the same effect as the original one, or even better. 
This thesis analyzes the commercial advertisement from the perspective of cultural 
communication theory. Cultural communication realizes the communication from 
different cultures. Its final goal is to realize the full development of the society and the 

















important medium of different cultures’ transmission should give full play to its 
subjectivity by using various translation skills to keep the original text’s basic 
information, conform to target language country’s rules and culture, and then reveal 
the essence of original advertisements creatively from the perspective of cultural 
communication. 
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